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Abstract 
Social network sites may be defined as web based service that allow individual to construct a public or semi-
public profile within abounded system articulate a list of other user with whom they share a connection and view 
and traverse their list of connections and those made by others within the system. The nature and nomenclature 
of these connections may vary from site to site (Boyd, Ellison, 2007). With a changing media environment, there 
is a distinct shift in traditional methods of advertising. The Internet has revolutionized the way advertising is 
done. Not only this, business houses today are making advertisements primarily for Internet users. The arrival of 
Facebook, Twitter, YouTube and many other social media channels have altered the media landscape 
irrevocably. YouTube, a video sharing website, is one of the most popular internet domains at present times. 
YouTube has put together a list of ten most viewed advertisements in India in 2013.The role representation of 
women in these top ten advertisements is the primary objective of this study. This paper reviews related research 
and identifies how women are portrayed in advertisements at present times. Numerous studies suggest that 
woman in India, are often portrayed as traditional and stereotypical. This research, therefore, is an attempt to 
identify the extent to which the representation of women has changed over times. Content analysis method has 
been adopted for this study. It is noteworthy that the selected advertisement are willingly viewed by the audience 
and not forced as in case of many other forms of advertising.  
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Representation of Women in online Advertisements use  
Representation of woman in advertising is one of the most discussed topics in India. The manner in which the 
women representation is done reflects the status of women in the society. The early study of women’s role 
portrayals suggest that the advertisements on women reflect stereotypical roles like women taking care of home 
and not making important decisions. Many advertisements also showcased that women are dependent and need 
protection by men. In many other advertisements, women are depicted as sex objects. They are also portrayed in 
stereotypical roles as submissive and hardworking homemakers having the job of cooking delicious dishes for 
husband or washing clothes. Even in some of the advertisements a as girl child is shown as a prospective mother 
who has to do traditional job of nursing babies, cooking, washing and cleaning. But off late, Indian advertising 
has witnessed a significant transformation in the manner women are shown. Many contemporary advertisements 
portray women in a more positive way i.e. as independent, assertive, enjoying life and a career woman. Women 
are now more exposed to education and are increasingly joining workforce, they have greater social and cultural 
mobility now than their mothers and grandmothers. Since they have now independent purchasing power, they are 
now being more valued at home. And therefore, they are no more a commodity or sex symbol. The changing 
social climate and the evolution of the role of woman in the home and in the workplace have given rise to 
questions regarding the appropriate representation of women in the media today. In the twenty-first century, the 
roles of women have changed. Women have liberated themselves through education and occupied prominent 
positions in large corporations and in government. The paper is an attempt to understand that whether the 
depiction of women in new media is different from that of traditional media. YouTube was founded in February 
2005 and has become the go-to site for video on the web. One hour of video is uploaded to YouTube every 
second. Google bought YouTube in 2006 and underwent a significant redesign in 2011. The revamped YouTube 
emphasized "channels" for content and rolled out a bevy of new features. It is a video-sharing website on which 
users can upload, view and share videos. It displays a wide variety of user-generated video content, 
including video clips, TV clips, and music videos, and amateur content such as video blogging, short original 
videos, and educational videos. YouTube took a look back and compiled a list of the most popular YouTube 
advertisement of 2013. It included Cadbury 5 star ad featuring funny duo of Ramesh and Suresh, Google reunion 
campaign which reunites friends split by partition and Dove Real Beauty Sketches have shown the success of 
emotional ads on YouTube. Social advertisements of Lifebuoy Help a Child reach 5 campaigns also made a 
mark. Evian and Nestle Kit Kat baby ads captured the interest of users in an entertaining manner. Other 
advertisements included product ads of Old Spice, Sony Experia z and Samsung Galaxy S4. Following are the 
number of views as on February 17, 2014 
 
Research on Humanities and Social Sciences                                                                                                                                    www.iiste.org 
ISSN (Paper)2224-5766 ISSN (Online)2225-0484 (Online) 
Vol.4, No.22, 2014 
 
139 
Dove Real Beauty Sketches      6.21 crore 
Lifebuoy (Help a Child reach 5)       1.89 crore 
Kit Kat Dancing Babies New Ad India (Official)    0.35 crore 
Old Spice India | Mantastic Man      0.214 crore 
Evian Baby and Me       7.16 crore 
Kajol reacts to Lifebuoy's Help A Child Reach 5 campaign   0.152 crore 
New 5 Star Ad - Ramesh, Suresh return home with the patloon   0.137 crore 
Sony Xperia z        1.04 crore 
Samsung GALAXY S4       1.73 crore 
Google Search: Reunion       1.152 crore 
 
OBJECTIVES AND METHODOLOGY  
Objectives 
1. To identify the total duration of most advertisements on YouTube. 
2. To find out the total number of advertisements on women  
3. To study the manner of presentation of the YouTube advertisements on women 
4. To evaluate representation of women through YouTube advertisements.  
5. To analyse the advertising appeals.  
6. To identify the types of advertisement. 
 
Methodology  
Content analysis is a method of studying and analyzing communication in systematic, objective and quantities 
manner for the purpose of measuring variables. Content analysis is an efficient way to investigate the content of 
the media. The following description will make it clear how the present research has been planned. Content 
analysis has been adopted for the study. This is a primary source of data collection. Here we selected the You 
Tube because this is one the most popular site among social media users.  
 
TABULATION AND ANALYSIS 
Table-1 (Total Number and Duration of Advertisements) 
Advertisement Duration (in minutes) 
Dove Real Beauty Sketches 3:00 
Lifebuoy Help a Child reach 5 3:16 
Kit Kat Dancing Babies 0:45 
New Old Spice India 1:15 
Evian Baby and Me 1:16 
Kajol in Lifebuoy's Help A Child Reach 5 1:27 
New 5 Star Ad 0:45 
Sony Xperia z 2:07 
Samsung Galaxy S4 4:23 
Google Search: Reunion 3:32 
Total 20:26 
 
Table-1 describes the duration of ten YouTube advertisements. The total duration of these advertisements is 20 
minutes and 26 seconds. The advertisement of Samsung Galaxy S4 is of maximum duration i.e.  4 minutes and 
23 seconds. This is followed by the duration of advertisement by Google (3 minutes 32 seconds), Lifebuoy Help 
a Child reach 5 (3 minutes 16 seconds) and Dove real beauty sketches (3 minutes). It is noted that this duration is 
much more than the advertisements that are shown on the television.  The duration of other advertisements that 
are of more than one minute include Sony Xperia z (2 minutes 7 seconds),  Kajol in Lifebuoy’s Help a Child 
reach 5 (1 minute 27 seconds), Evian Baby and Me (1 minute 16 seconds) and New Old Spice (1 minute 15 
seconds). The advertisements of Kit Kat Chocolate and 5 Star Chocolate is of 45 seconds which is the lowest 
duration. All ten advertisements carry some or the other kind of woman representation in them.  
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Table-2 (Types of Advertisement)  
 Types of Advertisement  
Total  Product 
Advertisement 
Social 
Advertisement 
Service 
Advertisement 
Dove Sketches 1 0 0 1 
Lifebuoy Help a Child reach 5 0 1 0 1 
Kit Kat  1 0 0 1 
Old Spice India 1 0 0 1 
Evian Baby &Me 1 0 0 1 
Kajol in Help A Child Reach 5 0 1 0 1 
New 5 Star Ad 1 0 0 1 
Sony Xperia z 1 0 0 1 
Samsung Galaxy S4 1 0 0 1 
Google Search 0 0 1 1 
Total  7 2 1 10 
 
Table-2 illustrates the types of advertisement. There are four major types of advertisement i.e. product 
advertisement, social advertisement, service advertisement and institutional advertisement. It is found that seven 
advertisements (Dove Real Beauty Sketches, Kit Kat  & 5 Star Chocolates, smart phones Sony Xperia z & 
Samsung Galaxy S4, Old Spice after shave lotion and mineral water Evian Baby & Me) are product 
advertisements, two advertisements (both of Lifebuoy Help a Child reach 5 campaign) are social advertisements 
and only one advertisement (of Google search engine) is service advertisement. The fourth category of 
advertisement which is institutional advertisement is missing among these ten advertisements.  
 
Table-3 (Advertising Appeals) 
Types of Advertising Appeals  Total 
 Emotional 
Appeal 
Rational 
Appeal 
Fear 
Appeal 
Sex Appeal 
Dove Sketches 1 0 0 0 1 
Lifebuoy Help a Child reach 5 0 0 1 0 1 
Kit Kat  1 0 0 0 1 
New Old Spice India 0 0 0 1 1 
Evian Baby and Me 1 0 0 0 1 
Kajol in Lifebuoy's Help A Child Reach 5 0 0 1 0 1 
New 5 Star Ad 1 0 0 0 1 
Sony Xperia z 0 1 0 0 1 
Samsung GALAXY S4 0 1 0 0 1 
Google Search 1 0 0 0 1 
Total 5 2 2 1 10 
 
Table 3 explains the various advertising appeals used in YouTube advertisements. The researchers have 
considered only the most prominent advertising appeals for the study. It is found that the emotional appeal is the 
most used advertising appeal. Five out of ten advertisements (includes advertisement of Dove, 5 Star, Kit Kat, 
Evian and Google) make use of emotional appeal to attract its customers.  The two advertisements of smart 
phones (Sony Xperia  & Samsung Galaxy S4) make use of rational appeal and focus on describing the product 
feature. Two other advertisements (both of Lifebuoy Help a Child reach 5 campaign) use fear appeal to reach the 
public. These advertisements with fear appeal are social advertisements.  Lastly, the advertisement of Old Spice 
India focuses more on female and use sex appeal to enchant its viewers. 
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Table-4 (Language used in Advertisements) 
 
 
 
 
 
 
Table-4 depicts that maximum number of advertisements (50%) use a mix of Hindi and English language for 
communicating with their consumers. Four out of ten advertisements (40%) are in English and one 
advertisement (10%) uses a combination of Regional, Hindi and English language. The analysis of this table 
indicates that there is not even a single advertisement that is completely in Hindi.  
 
Table-5 (Category of Products or Services) 
Products or Services category 
 Frequency Percent Valid Percent Cumulative Percent 
Personal care  4 40.0 40.0 40.0 
Food and Beverage 3 30.0 30.0 70.0 
Services 1 10.0 10.0 80.0 
Electronics 2 20.0 20.0 100.0 
Total 10 100.0 100.0  
 
Table-5 describes the product and service category of most watched YouTube advertisements. Maximum 
numbers of advertisements (40%) are that of personal care. These personal care items include soap and 
deodorant.  On the other hand, 30% advertisements fall in the category of food and beverage including products 
like chocolate and mineral water. 20% advertisements fall in the category of electronic ads. Both of these 
electronic items are smart phones. The last category of advertisement (10%) is that of service advertisement. 
 
Table-6 Total Number of Characters 
 T. No. of 
Characters  
T. No. of 
Female 
Characters 
T. No. of Female 
Characters in Lead 
Role 
T. No. of female 
characters in 
prominent  support 
role 
Dove Sketches 15 10 5 5 
Lifebuoy Help a Child reach 5 30 15 0 3 
Kit Kat  15 1 0 0 
New Old Spice  2 1 0 1 
Evian Baby & Me 16 3 0 3 
Kajol in Lifebuoy's Help a Child 
Reach 5 
1 1 1 0 
New 5 Star Ad 3 1 0 1 
Sony Xperia z 17 7 0 7 
Samsung Galaxy  26 13 0 7 
Google Search:  9 1 1 0 
Total 134 53 7 27 
 
Table -6 describes the total number of characters and the total number of female characters in leading and 
prominent supporting role. The total number of characters (includes males, females and children) in these 
advertisements are 134. The total number of female characters in these advertisements is 60. Among these 7 
women are playing the lead role and 27 women can be seen in prominent supporting role. 
 
Language used in Ad 
 Frequency Percent Valid Percent Cumulative Percent 
English 4 40.0 40.0 40.0 
Hindi & English 5 50.0 50.0 90.0 
Regional, Hindi & English 1 10.0 10.0 100.0 
Total 10 100.0 100.0  
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Table-7 (Age of women in Advertisements) 
Age of Women in Advertisements 
 Frequency Percent Valid Percent Cumulative Percent 
Teenagers (13-19 years) 2 5.9 5.9 5.9 
Young (20-35 years) 19 55.9 55.9 61.8 
Middle-Age (36-54years) 10 29.4 29.4 91.2  
Old  Aged (55 years & above) 3 8.8 8.8 100.0 
Total 34 100.0 100.0  
 
Table-7 points out the ages of women in lead role and prominent supporting roles. Maximum numbers of women 
in YouTube advertisements are shown in the young age category i.e. 19 women are between the age group of 20-
35 years. The next leading age category is middle age (36-54 years). The role of middle-age women are played 
by 10 female characters. Three women are shown in old age category (55 years and above) and two women are 
shown as teenagers (13-19 years). 
 
Table-8 Costumes of women in Advertisements 
 Costumes of Women in Advertisements 
  Frequency Percent Valid Percent Cumulative Percent 
Western but non-exposing 17 50.0 50.0 50.0 
Western but exposing 11 32.4 32.4 82.4 
Indian but non-exposing 4 11.8 11.8 94.1 
Indian but exposing 1 2.9 2.9 97.1 
Not Clear  1 2.9 2.9 100.0 
Total 34 100.0 100.0  
 
Table-8 depicts the costume of women in these advertisements. It is seen that the majority of women i.e. 17 
(50%) women are seen in western but non-exposing costume. 11 (32.4%) women are in western but exposing 
outfit and 4 (11.8%) women are in Indian but non-exposing outfit and one woman (2.9%) is in Indian and yet 
exposing costume. The costume of one woman (2.9%) is not clear.  
 
Table-9 (Grooming Style of Women in Advertisements) 
 
Grooming Style of Women in Advertisements 
 Frequency Percent Valid Percent Cumulative Percent 
Make up 11 32.4 32.4 32.4 
Minimal Make up 4 11.8 11.8 44.1 
Ordinary Women without Make up 16 47.1 47.1 91.2 
Not Clear 3 8.8 8.8 100.0 
Total 34 100.0 100.0  
 
Table-9 describes the grooming of women in YouTube advertisements. Maximum number of women (16) is 
shown as carrying themselves without make-up and 11 women are shown in make-up.  Four women are shown 
in minimal make-up. However, the make-up of three women character is not clear as they are not facing the 
screen directly 
 
Table-10 (Indian /Foreign Female Characters) 
 
Indian /Foreign Female Characters in Advertisements 
 Frequency Percent Valid Percent Cumulative Percent 
Indian 7 20.6 20.6 20.6 
Foreigner 26 76.5 76.5 97.1 
Not Clear 1 2.9 2.9 100.0 
Total 34 100.0 100.0  
Table-10 describes whether the female characters are Indians or foreigners. Maximum number of women i.e. 26 
(76.5%) are foreigners in YouTube advertisements.  The remaining seven women (20.6%) are Indians. In the 
case of one female character it is not clear that whether she is foreigner or Indian. This is because she is not 
facing the camera. 
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Table-11 (Role portrayed by Women in Advertisements) 
Role portrayed by Women in Advertisements 
 Frequency Percent Valid Percent Cumulative Percent 
Celebrity 1 2.9 2.9 2.9 
Model 4 11.8 11.8 14.7 
Professional 2 5.9 5.9 20.6 
Sex Object 1 2.9 2.9 23.5 
Decision Maker 1 2.9 2.9 26.5 
Independent Women 17 50.0 50.0 76.5 
Ordinary woman 1 2.9 2.9 79.4 
Village woman 2 5.9 5.9 85.3 
Free Spirit 2 5.9 5.9 91.2 
Mother 3 8.8 8.8 100.0 
Total 34 100.0 100.0  
 
Table-11 describes the role representation of women in most watched YouTube advertisements. It is seen that 
the role representation of woman has been drastically changing with total 17 (50%) women being shown as 
independent woman and one woman (2.9%) as the decision maker. One female character (2.9%) is that of a 
celebrity and 4 women (11.8%) are categorized as models. Two women (5.9%) play the role of village woman 
and one woman (2.9%) is shown playing the role of ordinary woman. Other role portrayed is that of free spirit 
(role played by two female characters i.e. 5.9%) and mother (role played by three female characters i.e. 8.8). One 
woman (2.9%) is also shown as playing the role of a sex object. 
 
Table-12 (Use of Product by Women) 
Use of Product by women 
 Frequency Percent Valid Percent Cumulative Percent 
Women using the product 8 23.5 23.5 23.5 
Women not using the product 22 64.7 64.7 88.2 
Product not applicable 4 11.8 11.8 100.0 
NA 34 100.0 100.0  
 
Table-12 explains the use of product by women in YouTube advertisements. It is identified that the maximum 
number of women i.e. 22 women (64.7%) are not using the product advertised. This is followed by eight women 
(23.5%) who are using the product advertised. For the remaining four women (11.8%) in these YouTube 
advertisements, the use of product is not applicable as they are advertising for public service advertisements. 
 
Table-13 (Setting/Location/Enviornment of Ad) 
Setting/Location/Enviornment of Ad 
  Frequency Percent Valid Percent Cumulative Percent 
 Domestic 1 10.0 10.0 10.0 
Indoor 4 40.0 40.0 50.0 
Outdoor 2 20.0 20.0 70.0 
Both indoor and Outdoor 2 20.0 20.0 90.0 
Animated 1 10.0 10.0 100.0 
Total 10 100.0 100.0  
 
Table-13 describes the location/setting or the environment of the advertisement. It is found that the maximum 
numbers of advertisements i.e. 40% are shot indoors in set-up like studio setting and domestic setting. 20% 
advertisements are shot outside and 20% include a combination of indoor and outdoor shooting. Only 10% of 
advertisements are completely animated.  
 
Table-14 (Voice Over in the Advertisement) 
Voice Over 
 Frequency Percent Valid Percent Cumulative Percent 
Male 3 30.0 30.0 30.0 
Only background Music 7 70.0 70.0 100.0 
Total 10 100.0 100.0  
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Table-14 describes the voiceover and the background music of the most watched YouTube advertisements. It is 
found that only 30% advertisements carry voice over in them. These voiceovers are given by male characters 
only. The remaining 70% advertisements carry only background music without any voiceover in them. 
 
Findings 
I. The most watched YouTube advertisements are of much longer duration than the advertisements that 
are shown on the television. 
II. The most watched advertisements of YouTube vary in product and services offered. 
III. The result indicates that there is a presence of women in all ten YouTube advertisements. More than 50 
women characters have been used in various roles in these advertisements.  
IV. The most frequent type of advertising among these top ten advertisement on YouTube is product 
advertising 
V. It is identified that emotional advertising appeal is the most used in most watched YouTube 
advertisements.  
VI. Most of the advertisements are in Hindi with a mix of English language use. It is noteworthy that 
although these advertisements on YouTube are most watched in India but there is not even a single 
advertisement that is completely in Hindi.  
VII. The findings reveal that Personal Care or beauty advertisements are most frequently advertised.  
VIII. The study identifies that most of the women in these advertisements are young i.e. between the age 
group of 20 to 25 years.  
IX. The analysis indicates that most of the women in these advertisements are in western attire. However 
there dresses are non-exposing. 
X. Maximum number of women are seen without make-up followed by number of women with make-up  
XI. The study indicates there is a presence of women strengthening roles like that of a decision maker or a 
woman with a free spirit. The most prominent role representation was that of an independent woman 
less prominent representation included mother, ordinary woman or seductress. Thus the stereotypical 
roles are not emphasized in YouTube advertisements 
XII. It is found that the maximum numbers of women in these advertisements are not using the product 
advertised in YouTube advertisements.  
XIII. The maximum number of YouTube advertisements are shot in indoor locations  
XIV. Most of the YouTube advertisements carry background music only and voice over has been used only in 
30% advertisements. These voiceovers are given by male artist only. 
 
References 
Anand D &Nasrollahniya,M. (2010).Effective Advertising Media-A case study of cell phone users, Saaransh, 
Vol 1. No 2. 
Allan, K. &Coltrane, S. (1996). Gender Displaying Television Commercials: A Comparative Study of Television 
Commercials in the 1950s and the 1980s.Sex Roles, Vol. 35 (3/4): 185-203. 
Aronovsky, A. &Furnham, A. (2008). Gender portrayals in food commercials at different times of the day: A 
content analytic study. Communications, 33 (2), 169-190.  
Carilli, T. & Campbell, J. (2005). Woman and the media: diverse perspectives. Lanham, University Press of 
America.  
Coltrane, S. &Messineo, M. (2000). The perpetuation of subtle prejudice: Race and gender imagery in 1990s 
television advertising. Sex Roles, 42 (5/6), 363-389.  
Courtney, A. E.& Whipple, T W (1974).Women in TV commercials.Journal of Communication, 24, 110-118. 
Cosmas, S. (1982). Lifestyle and Consumption Patterns, Journal of Consumer Research, Vol 8 
Davis, S. N. (2003) Sex Stereotypes in Commercials Targeted toward Children: A content analysis.  Sociological 
Spectrum, 23: 407–424. doi: 10.1080/02732170390225331 
Ferrante, C., Haynes, A., & Kingsley, S. (1988). Images of women in television advertising.Journal of 
Broadcasting and Electronic Media, 32, 231-237. 
Fullerton, J. & Kendrick, A. (2000).Representationof men and women in U.S. Spanish-language television 
commercials.Journalism & Mass Communication Quarterly, 77(1), 128-142.  
Furnham, A. &Bitar, N. (1993).The stereotyped representationof men and women in British television 
advertisments, Sex Roles, 29: 297–310. 
Furnham, A., Mak, T. &Tanidjojo, L. (2000).An Asian perspective on the representationof men and women in 
television advertisements: Studies from Hong Kong and Indonesian television, Journal of Applied Social 
Psychology, 30: 2341–2364. 
Ganahl, D.; Prinsen, T. &Netzly, S. (2003). A content analysis of prime time commercials: A contextual 
framework of gender representation. Sex Roles, 49 (9/10), 545–551.  
Research on Humanities and Social Sciences                                                                                                                                    www.iiste.org 
ISSN (Paper)2224-5766 ISSN (Online)2225-0484 (Online) 
Vol.4, No.22, 2014 
 
145 
Garst, J. &Bodenhausen, G.V. (1997). Advertising’s Effects on Men’s Gender Role Attitudes, Sex Roles, 36 
(9/10), 551–72.  
Gentry, J. & Harrison, R. (2010). Is advertising a barrier to male movement toward gender change?,Marketing 
Theory, 10 (1), 74-96.  
Koernig, S. &Granitz, N. (2006).Progressive yet traditional: The representationof women compared to that of 
men in e-commerce magazine advertisements, Journal of Advertising, 35(2): 81–98. 
Kilbourne, J. (1999). Deadly persuasion: Why women and girls must fight the addictive power of advertising. 
Nueva York: The Free Press.  
Lee, C.W. (2004). Gender role stereotyping in television commercials: The case of Singapore, Advertising and 
Society Review, 5. 
Moore, D.J. (1996). Affect intensity and the consumer’s attitude toward high impact emotional advertising 
appeals, Journal of Advertising, 25(2): 37–48. 
O’Donnell, W. J. &K. J. O’Donnell.(1978). Update: Sex-Role Messages in TV Commercials.Journal of 
Communication 28:156–8. 
O’Kelly, C. G. (1974). Sexism in Children’s Television. Journalism Quarterly 51:722–4. 
Razzouk, N., Seitz, V. &Vacharante, S. (2003). ‘Content analysis of women’s magazine advertising in Thailand: 
Implications for global branding’, Marketing ManagementJournal, 13(1): 118–125. 
So, S.L.M. (2004).A comparative content analysis of women’s magazine advertisements from Hong Kong and 
Australia on advertising expressions, Journal of Current Issues and Research in Advertising, 26(1): 47–58. 
Scheibe, C. (1979). Sex roles in TV commercials.Journal of Advertising Research, 19, 23-27. 
Schneider, K. C., & Schneider, S. B. (1979).Trends in sex roles in television commercials.Journal of Marketing, 
42, 79-84. 
The IISTE is a pioneer in the Open-Access hosting service and academic event 
management.  The aim of the firm is Accelerating Global Knowledge Sharing. 
 
More information about the firm can be found on the homepage:  
http://www.iiste.org 
 
CALL FOR JOURNAL PAPERS 
There are more than 30 peer-reviewed academic journals hosted under the hosting 
platform.   
Prospective authors of journals can find the submission instruction on the 
following page: http://www.iiste.org/journals/  All the journals articles are available 
online to the readers all over the world without financial, legal, or technical barriers 
other than those inseparable from gaining access to the internet itself.  Paper version 
of the journals is also available upon request of readers and authors.  
 
MORE RESOURCES 
Book publication information: http://www.iiste.org/book/ 
 
IISTE Knowledge Sharing Partners 
EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open 
Archives Harvester, Bielefeld Academic Search Engine, Elektronische 
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial 
Library , NewJour, Google Scholar 
 
 
